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automatic gas ranges into homes: 
1—Wait for customers to come and 
buy them 2—Get out and sell them. 

If that’s too elementary—let’s dig a 
little deeper. 

There are about 2912 million domes- 
tic gas ranges now in use in the United 
States. Approximately one-third of them 
are more than twelve years old. About 
three-of-every-ten domestic gas ranges 
are pre-World War 2. These are A-1 
prospects for replacements by new 1952 
models. 

Most top appliance merchandisers in 
this country believe these old gas ranges 
and stoves are the toughest competition 
against the sale of new automatic gas 
ranges. In part, that’s because owners of 
old stoves tend to feel that gas is not 
modern. They are likely to replace their 
old stove with a modern electric range 
—unless someone convinces them that 
gas is truly modern and completely au- 
tomatic. 

The annual Old Stove Round Up was 
designed to concentrate attention on this 
particular market and replace old stoves 


T ssn: are two ways of getting new 
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with modern automatic gas ranges. It 
has two main targets: 


1—To locate the owners of old stoves 
through contests, registrations, or by 
just plain promotion; 
2—To sell the owners of old stoves new 
automatic gas ranges. 

The second point requires most ef- 
fort. This year retailers can get in on 
these sales during the coming Old Stove 
Round Up scheduled for the height of 
Autumn buying, from September 8 
through November 30. 

Although the Old Stove Round Up 
has been running for several years, no 
single formula has been evolved or used 
widely to promote it. A variety of 
schemes has been used profitably. 


A prize campaign in Minneapolis 

One of the most successful occurred last 
year in Minneapolis where sixteen gas 
range distributors and manufacturers 








IVE 








worked every day with their dealers venil 
throughout the campaign. Gas appliance ows 
dealers, in turn, accepted the challenge Aft 
and, recognizing the great market poten- Bihalk« 
tial, rolled up their collective sleeves and fange 
sold 3,626 gas ranges—26 beyond their & lette 
goal. Also, working with them were the ffhanki 
sales promotion departments of General FM becai 
Mills, and the Minneapolis Gas Company hing 
which sponsored the Greater Minneapolis JPY. 
Old Stove Round Up Contest of 1951. or s 

The campaign was sparked by a $13,000 FR#"8* 


prize contest open only to residents of ee € 
metropolitan Minneapolis. Concurrently, on 
planned cooperative advertising, newspa- we 
per, direct mail, radio, television, bill- od . 


boards and gas bill stuffers were used to 
drum-up general interest. On the sales side, BGifts 
an initial meeting was held with distribu- oy 
tors and factory representatives, while §. 
; " omp 
dealers also were kept interested following ‘ 
pie : hich 
an initial breakfast and daily dealer store §& . 
: ‘ : ith | 
meetings. Dealer windows and floor dis- 
plays were coordinated. Manufacturers of- 
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IVEAWAYS ADVERTISING . 








WINDOW DISPLAYS . . . MAILERS 


1952 Promotion Includes Wide Variety 
of Consumer Attractions 


RADIO PLUGS . . . COOKBOOKS . . . SELLING SUGGESTIONS ... . 
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ered incentives to dealers. And, trade-in 
hllowances were extended to customers. 

After the Minneapolis campaign had 
halked up 66 per cent of the total gas 
ange sales for the first six months of 1951, 
h letter was sent to each cooperating dealer 
hanking him for his part in the campaign 
‘because dealers like yourself did some- 
hing about it.” Although the campaign was 
ver, its sales momentum left a market ripe 
or selling additional hundreds of gas 
anges. Housewives, who filled out con- 
est entry blanks in return for a set of 
our General Mills metal cooky-biscuit 
utters, had talked themselves into future 
uying after stating, “I would like to own 
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In Ohio, the Cincinnati Gas and Electric 
ompany cooperated with newspapers 
hich published entry blanks to be filled-in 
ith entrant’s name, address, plus make 
nd age of present range, then brought to 
he company to be exchanged for a photo- 
braph of a range corresponding to one of 
any models on the sales floor. Once a 
Prospect discovered a particular range, it 
had to be examined for a certain part 
alled “X” which thus led the contestant to 
Xamine the rest of the range until the 
orrect part was found. Here was found 
nything from gift lollypops to a certifi- 
ate entitling the finder to a free range. 
This company also tied in with a local 
hewspaper which was introducing a cow- 
oy comic strip. Gas ranges were awarded 
(© mothers of youngsters who built the 
est covered wagon models judged in com- 
petition. 























in-range-contest in Hartford 


Last year, the Hartford Gas Company 
ponsored a Win-the-Range-You-Buy con- 
est which also enabled each housewife who 
ought a new range during the contest to 
eceive a $20 allowance for her old stove. 
Ousewives learned about the competition 
vith the arrival of gas bills which included 
n attractive stuffer heralding the event, 
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along with illustrations of five modern 
automatic gas ranges sold by the utility. 
Newspaper advertising was used to further 
stimulate contest interest. 

Following her purchase, each housewife 
received an entry blank, which was a busi- 
ness reply card with ample space for con- 
test information and answers. All the 
housewife had to do was state five reasons 
why she selected her particular range. Re- 
sponses were judged for sincerity and origi- 
nality. 


Parades in Ohio 


Last Autumn, The Ohio Fuel Gas Com- 
pany promoted its Old Stove Round Up 
—and boosted sales—through dealers in 32 
large Ohio cities. Window display materials 
were featured by more than 200 gas range 
dealers. In cooperation with local riding 
clubs, one dealer sponsored a parade on 
pay day in a steel town. Although the re- 
sulting confusion prompted local police to 
ban similar parades, the dealer (who also 
used store and window displays) sold six- 
teen gas ranges. 

Giveaways, provided to dealers on con- 
signment, attracted many people to appli- 
ance departments. Dealer cost averaged 
12¢ per giveaway item. Giveaways not used 
were collected by the utility’s dealer repre- 
sentative. 

Dealers’ windows were enlivened by 
home service girls in western attire who 
used griddle-equipped ranges to make flap- 
jacks which were flipped as hundreds 
watched. These flapjacks then were offered 
to store customers. In many stores, thou- 
sands of cookies were baked and distrib- 
uted among appliance department visitors. 
Demonstrations were staged before wom- 
en’s club groups meeting in other stores. 
Dealers in more than 25 towns contributed 
Old Stove Round Up advertisements used 
in double-truck advertisements, or to sup- 
port special newspaper sections. 


Long preparation in Washington 


More than 1,700 modern gas ranges—a 
substantial increase of previous records 


were sold during the 1951 Old Stove Round 
Up conducted by the Washington Gas Light 
Company. These results were obtained de- 
spite the absence of any city-wide trade-in 
offer or consumer contest. 

The local campaign was characterized 
by unprecedented and concerted effort by 
manufacturers, distributors, dealers and 
the utility company. Their joint participa- 
tion was enlisted, long before the cam- 
paign, by a series of meetings which cul- 
minated in a kick-off breakfast. At these 
sessions, the utility announced its plans for 
promoting the campaign which included 
general use of various advertising media 
every day throughout the campaign—in- 
cluding newspapers, radio, television, bill- 
boards, and home service demonstrations. 

An outstanding feature was a window 
display contest in which more than 40 
dealers participated to show old cooking 
equipment being replaced by modern au- 
tomatic gas ranges. Material assistance for 
window displays was provided by the util- 
ity and distributors. 


San Diego dealers add tricks 

During the first month of the 1951 Old 
Stove Round Up, participating dealers spot- 
checked by the San Diego Gas and Electric 
Company showed sales were running bet- 
ter than any other four-week period of the 
year. The utility’s 150 dealers showed great 
enthusiasm in launching and cooperating 
with an extensive advertising campaign. 
The Round Up was jointly presented by 
the utility and the local Bureau of Home 
Appliances. 

Nearly 75 per cent of cooperating deal- 
ers put in Old Stove Round Up windows, 
with their own additional embellishments. 
This event was promoted by three produc- 
tive breakfast meetings held in outlying 
parts of the utility’s territory, and a big 
breakfast meeting for the central city area. 
It was noted that in many cases, for 
about two weeks to two months, the Round 
































Up display brought gas ranges from inside 
oblivion to the forefront in dealers’ win- 
dows—often sidetracking competitive ap- 
pliance displays for some time. 


Phantom shoppers in Portland 

In addition to improved sales in last 
year’s Old Stove Round Up campaign of 
the Portland Gas and Coke Company, a 
wider and greater interest was encouraged 
in gas range sales among dealer and com- 
pany salesmen. Most provocative were the 
“phantom shoppers” (a man and a woman 
professional shopper) who shopped from 
store to store where gas ranges were dis- 
played. 

The shopper indicated to sales personnel 
an interest in a new range. Those sales 
people who told the best sales stories were 
awarded 21 jewel Elgin wrist watches. Con- 
currently, a booklet on “Facts You Should 
Know About Gas Ranges” was distributed. 

Salesmanship was further stimulated at 
small meetings held for dealers, their sales- 
men and wives. As a result, salesmen were 
found to use better salesmanship, generally, 
which was reflected in greater sales. 


THE 1952 ROUND UP 


This year the fourth annual Old Stove 
Round Up will be a PAR activity, spon- 
sored by American Gas Association with 
the cooperation of Gas Appliance Manu- 
facturers’ Association. 

Working on an industry-wide basis, AGA 
has prepared a national advertising cam- 
paign, supplemented by promotional ma- 
terial which can be used locally to help 
utilities and dealers—working together or 
independently—to stimulate floor traffic, 
build new prospect files and increase sales 
of modern automatic gas ranges. This cam- 
paign and these materials are planned to 
benefit all participants in the Old Stove 
Round Up—merchandising utilities, utili- 
ties which work through cooperating deal- 
ers, and independent dealers. All cam- 
paign material may be purchased by groups 
which are not members of AGA. 


Advertising 


National advertising will spearhead the 
campaign, paving the way for local follow- 
ups and follow-throughs with local news- 
paper advertising mats and point-of-pur- 
chase display kits. Four-color double 
spreads and single pages also in four colors 
suggestively will tell housewives, “In 24 





hours you can have the start—and the 
heart (modern automatic gas range) of 
your modern kitchen.” One special two- 
page advertisement (scheduled for the 
September issue of “McCalls” and the 
September 20th issue of The Saturday Eve- 
ning Post) will present eight new auto- 
matic gas ranges, backed by copy urging 
housewives, “Don’t wait another day! It’s 
Old Stove Round Up Time again . . . time 
for your new range! . . .” 

Recent surveys, of interest to wise deal- 
ers, indicate that sales of better-grade gas 
ranges—modern and  automatic—offer 
around 30 per cent more profit than most 
other major appliances. 

In addition to another September adver- 
tisement in Woman’s Day, the advertising 
schedule sweeps on into October with in- 
sertions in Good Housekeeping, Woman's 
Home Companion, American Home, To- 
day’s Woman, and Family Circle. 

Coming down the final stretch of the 
sales trail, November advertisements will 
appear in the November 3d issue of Life, 
and Ladies’ Home Journal, Better Homes 
and Gardens, and Parents Magazine. All 
told, these advertisements will have regis- 
tered a sales-supporting total of approxi- 
mately 300,000,000 reader sales impres- 
sions at a cost of more than $200,000. 

McCalls and other magazines also will 
present editorial feature stories on new au- 
tomatic gas ranges in the same issues carry- 
ing these advertisements. 

Complementing these national insertions 
will be local advertising mats. A series of 
three such advertisements can be utilized 
by utilities as “center pieces” for a page 
or double-spread of dealer advertisements 
in a cooperative venture. One of these ad- 
vertisements centers around shopping fea- 
tures for which housewives should look. A 
kitchen scene with blank space for a range, 
along with suggestion that the housewife- 
reader decide for herself which automatic 
gas range belongs in that spot in her own 
home. The third shows a clock face with 
varied gas range features which apply to 
various hours of the day. 

Although this barrage of advertising will 
stimulate consumer interest nationally—it 
remains up to each utility, cooperating 
utility dealer and independent dealer to fol- 
low-up on it through local efforts. To help 
promote gas range sales on an industry- 
wide basis, AGA Promotion Bureau sells 
novelties, publications and _ point-of-pur- 
chase sales kits at nominal prices. 


Retailers’ kits 


Point-of-purchase kits can be used in 
sales display rooms and other sales focal 
points. Included are display pieces, coun- 
ter cards, jumbo price tags, banners and 
pennants. A mounted and easeled display 
piece presents a space-saving waist-high 
cowboy drawling, “Yes ma’am! Your 
cookin’ will be even better on this new 
automatic gas range—Fastest! Cleanest! 
Most Modern!” As flexible as gas itself, 
this sign can be modified so that the last 
four words can be eliminated and brand 
names of gas ranges substituted. 


Window display 
Another display comprises a seven-piece 
“see-through” group for use in windows 





with ribbons tying-up from small windowe 
promotion pieces to the appropriate rang f 
features. These are printed on acetate fof 
use on the inside of display windows. Thes:f 


ribbon sales-lines sell as they say: In 
“Simmer for soups and sauces.” Rion | 
“Always clean—always cool.” _ Bicipa 
“Clock-control—cooks_ = while =—-you'r Beome 

away. jprogt 


“Speed for morning coffee.” 
“Even the oven lights without matches.” agi 
“Smokeless broiling with the doo 


Tie 

closed.” ’s 
a els ions 

Two sets of pennants individually repeat, Magic 

“It’s gas!” after such statements as, “Its amp 

fast . . . It’s thrifty . . . It’s modern... heme 

It’s clean . . . It’s automatic . . . It’s Old Na 
Stove Round Up Time.” sia 


Complete kits, costing $8, fob New York, solde 
are available from the Order Department, ‘ith 
American Gas Association, New York 17, 
N. Y. These may be purchased by an) 
utility or dealer. 


rade 
or je 
plete | 
terial, 
ions, 
newsf 




















































Other sales aids 

Names and addresses of housewives, age 
and make of stove, as well as fuel used, To 
have been obtained in exchange for gim-B olor 
micks, giveways prizes and mailing pieces. Byhite 
Many of these are available from AGABpraile 
which this year offers cowboy lariats, au-Bera” 
thentic cowboy hats, and balloons to beings, 
used as premiums for children who en-— Th 
courage or coax their mothers to registerfmotic 
in Old Stove Round Ups. Roun 

For the ladies there is the offer of a 53-inch, 
piece set of popular geranium patternp'*ss t 
china, as well as a 52” square cotton table-B**¥' 
cloth which can be used to reward cus- 
tomers who suggest prospects for purchas. 
ing new automatic gas ranges. 

Other giveaways include flame lollypops 
which double as come-ons for kiddies and 
also to keep them quiet while mother is 
listening to gas range sales talks; trans- 
lucent plastic aprons and bowl covers; 
colorful potholders; paper napkins, ani~ 
publications including, “Automatic Gas het 
Cookery;” “Food Is Fun;” “Ten Lucky !" 
Numbers to Help You Pick the Best Mod-§e°!l¥ 
ern Range,” and “Ten Key Pieces to Mod-§°"** 
ern Kitchen Planning.” i Th 

For direct utility and dealer use theref'©". 
are radio and television promotion mate-JO"! 
rials which are available along with sev-§°° 4 
eral dealer sales aids. Six radio commer-§°"! 
cials are available on a single sixteen-inchy™°™ 
recording, each opening with a cowboy—'*”S 
instrumental group parodying “The Old lach 
Chisholm Trail” with Old Stove Round Upg°*"" 
gas range commercials. Other commercials?" 
also are useful for television. rom 

Dealers can use a handy reminder andg’c'@i! 
refresher course for salesmen incorporated and ¢ 
in a pocket-size 32-page booklet of soundg**’'" 
basic information on selling gas ranges §. 
gas—the fuel; why gas for cooking; mod- 
ern methods for selling the modern gas 
range and suggestions on handling pros- 
pects on the sales floor and in the home. 

Finally, old hands at the Old Stove 
Round Up have pointed out that largery 
volumes of advertising and merchandising 
than ever before are being provided by ga‘ 
range manufacturers who are backing deal-¥ 
ers on the local level during the coming 
1952 Old Stove Round Up. 
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In response to requests for informa- 
gion pertaining to their individual par- 
ticipation in the Old Stove Round Up, 
some manufacturers have indicated their 
Pprograms. 


agic Chef 

lieing in with American Gas Associa- 
ion’s annual “Old Stove Round-Up,” 
Magic Chef, Inc., plans an active fall sales 
campaign built around a colorful western 
theme. 

National consumer advertising in fif- 
teen leading magazines features the 
jolden Jubilee Magic Chef gas range, 
ith rodeo-flavored copy and art-work. 
rade ads in five key dealer and distribu- 
or journals, publicize Magic Chef’s com- 
plete selection of Round-Up promotion ma- 
terial, including window and store decora- 
ions, traffic premiums, mailing pieces, 
mewspaper mats, etc. 

Topping it off, is a series of thirteen full- 
: color movie playlets and six black and 
1€Ces. Bwhite TV sports, available with dealer 
AGABfrailers. Films have a distinct “horse op- 
S, au-Rera” touch—with ranch-type kitchen set- 
to beftings, cowboy duds, and western music. 
o en This sparkling advertising and sales pro- 
2gister[motional program is implemented by a 
Round-Up price leader . . . a deluxe 39- 
inch, high swing-broiler range to retail for 
less than $200.00—an approximate $50.00 
saving. 
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A new twist will be used by Chambers 
sRanges in promotional tie-ins during “Old 
Stove Round Up.” Basis of Fall promotion 
is the “Money-Saving Warranty,” which 
hows how the customer can save $22 per 
month on meats with recipes from Cham- 

ers new booklet, “How to Save Money 

hen You Buy Meat.” 

In order to prove these savings to them- 
elves, prospects may use the range on 
one-month’s trial upon payment of $1.00. 

The “Money-Saving Warranty” Promo- 
tion, which will begin in September and 

ontinue throughout the Fall season, will 
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h severe directed at consumers through utilities, 
mmer-"'Stributors and retailers. A complete pro- 
n-inchg™otional package of recipes, two-color 
owboveewspaper ads (1000-line and full page), 


e Oldglack-and-white newspaper ads, window 
anners, direct mailing brochures, and 
agreement forms with a complete pro- 
ram check list, will be available to the 
retailer. Extensive cooking demonstrations 
and cooking schools will feature the money- 
faving meat recipes. 

Chambers national advertising schedule 
includes insertions on Chambers “built-in” 
cooking units in the August, September and 
October Magazine of Building (“House 
and Home” edition), 
Building Manual and Small Homes Guide. 
A four-color, full-page featuring console 
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Homemakers and Holland's. Radio spots, 
sides, pamphlets, and envelope stuffers will 


be available. 
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House Beautiful 


Tanges will appear in November House and 
Garden, with others in Living For Young 


film television spots, and special broad- 


Range Manufacturers Participation 


Top range to be featured in the cam- 


paign will be the Model 90-C super deluxe. 














































A red range will be shown in two-color 


newspaper advertisements placed locally in 
60 key newspapers throughout the country. 


Local advertising will be on a 50 per 
cooperative basis with Chambers’ 


Chambers sales representatives will hold 


many meetings throughout Summer and 
Fall to promote effective tie-ins with Old 
Stove Round Up in every territory. 


Universal 


Cribben and Sexton, manufacturers of 


Universal gas ranges, will participate in the 
Round Up with a campaign that started in 
July and will end November 30th. There 
will be definite tie-ins with the Old Stove 
Round Up and the campaign is directed to 
utilities, distributors and retailers. 


Material is available to those distribu- 


tion factors for their use in promoting con- 
sumer sales. Promotion and consumer ad- 
vertising is offered on a 50 per cent co- 
operative basis. 


Already available are printed descrip- 


tive pieces with illustrations of the tie-in 


material, as part of Universal’s sales stim- 
ulator plan, from which orders may be 
In addition to the merchandise 
awards, Cribben and Sexton is offering 
free newspaper ad mats, radio spots and 
bill inserts. The Old Stove Round Up dis- 


play package has been priced as $7 f.o.b. 


Chicago. 


Estate 

In line with their established practice, 
Estate Stove Company will participate in 
the 1952 Old Stove Round Up. 

Last year, Estate was highly successful 
in creating public interest in their age- 
guessing contest which was based upon an 
examination of a 
life size cutout of 
the Estate Bijou 
range built in 1886. 

The four objectives 
of the contest were 
to develop store 
traffic, to build a 
prospect list for the 
dealers, to stimulate 
sales and to capi- 
talize on Estate’s 
background as a 
pioneer manufac- 
turer of gas ranges. 

The Bijou range contest created interest 
that was much greater than the manufac- 
turer either planned or expected. Partici- 
pants in the contest used a wide variety of 
devices to attempt to learn the age of the 
stove, including inquiries to libraries, gov- 
ernmental departments, devious questions 


to Estate and attempts to get members of 


the staff to reveal information. 
Some indication of the extent to which 
there was public reaction to the Estate 


campaign is indicated by the printing or- 
der for their official guess cards—the order 


ran into several millions. 


The campaign was entirely coordinated 
with respect to distributors and retailers 


and included a close personal contact 
throughout the campaign. Also, a number 
of the distributors were successful in lining 
up new dealers, some of whom were at- 
tracted to Estate by the number of people 
who came into their stores to enter the 
guess-contest in which they, the dealers, 
were then not participating. 

Trade wise, the age guessing contest 
brought new dealers, new life in some 
areas where it was needed and a more 
concentrated attention from _ distributor- 
salesmen. 

Consumer wise, the campaign brought 
the Estate name compellingly to the at- 
tention of thousands of families in a man- 
ner which inspired action and capitalized 
upon the pioneering tradition of this gas 
range manufacturer. 


213 Displays at GAMA Show 


More than 200 domestic, commercial, 
industrial and transmission displays, an 
all-time record, will feature the biennial 
exhibition of Gas Appliance Manufactur- 
ers Association in Atlantic City, Oct. 27-31. 

Harold Massey, manager of the exhibi- 
tion, reports that 171 manufacturers will 
display 213 items in booths covering more 
than 75,000 square feet of floor space in 
the huge Atlantic City Auditorium. 

Manufacturers of domestic appliances 
and equipment lead in the number of dis- 
plays with 16 featuring gas ranges, 17 
water heaters, one refrigerator, four clothes 
dryers, four incinerators, seven kitchen 
cabinets, 16 room heaters, and 46 central 
house heating systems. 

In addition there will be seven unit 
heater exhibits, two of commercial cooking 
equipment, eight of industrial gas equip- 
ment and 35 featuring controls and related 
accessories. 


Range Shipments Increase 


Domestic gas range shipments substan- 
tially increased during the month of June 
and, for the first time this year, exceeded 
shipments of a comparable 1951 period. 

Edward R. Martin, director of marketing 
Statistics, Gas Appliance Manufacturers 
Association, said that shipments in June 
were 39.2 per cent greater than in the same 
month in 1951; unit shipments totaled 
178,900 units against 128,500 for June, 
1951. 

He said that the whole second quarter 
showed a steady closing of the gap between 
shipments of this year and last year, with 
shipments this year totalling 522,300 units 
against 531,300 units for 1951, only a 1.7 
per cent difference. 

For the first half of the year, shipments 
were 1,039,800 units or 22.1 per cent less 
than for the same period in 1951. Martin 
pointed out that this represents a consid- 
erable whittling down of the difference be- 
tween the two periods since shipments for 
the first quarter totaled only 517,500 units 
against 804,400 units for the same period 
in 1951. This meant a 35.7 per cent lag in 
shipments before the second quarter started. 

The figures are based on telegraphic re- 
ports made to GAMA headquarters by 
member companies and expanded to repre- 
sent the total shipments for the gas range 
industry. 
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It's economical.. 


It’s os A NY WALL! 


It's trouble-free... 


you can handle! 


. Important—YES! With 

every new, years-ahead fea- 
ture ... guaranteeing dealers as never 
before “extra” equipment flexibility 
for hundreds of heating needs. 

Easy to install . . . no chimney, no 
ducts, no electricity required. Easier 
to maintain with no moving parts to 
wear out or replace. These new 
“Safety-Sealed” units bring clean, 
zone controlled automatic gas heat to 
a room, suite or an entire building. 

Exclusive, revolutionary ‘“Safety- 
Sealed” construction seals all combus- 
tion air and products from contact 
with heated room air. Expels all com- 
bustion products outside—through the 
wall. 

Operation is silent, dependable— 
with either natural, manufactured or 
LP gas. Individual requirements are 
suited exactly from manual or ther- 
mostatic controls. 


WRITE NOW for complete, free infor- 
mation and specifications. Stewart- 
Warner Corp., South Wind Division, 
Dept. C-Sz 1514 Drover Street, Indi- 
anapolis 7, Indiana. 


&) Approved by American Gas Association 
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GAS APPLIANCE 
INDUSTRY NEWS 





A. O. SMITH COORDINATES 
HEATING ACTIVITIES 


A. O. Smith Corp. announced three co- 
ordinated moves this month to enlarge and 
streamline its activities in the heating field. 

These moves are the introduction of a 


S. E. Wolkenheim F. S. Cornell 


line of warm air furnaces; consolidation of 
the water heater division and the heating 
division into a new Permaglas-heating divi- 
sion with headquarters at Kankakee, III; 
transfer of the heating division’s manufac- 
turing facilities and marketing personnel 
from their present location at Toledo to 
Kankakee. 

Manufacturing space is already being 
cleared at the Kankakee Works for as- 
sembly of the new warm air furnaces. 
These units will bring to the heating field 
A. O. Smith’s Magic Heat Control, a modu- 
lating burner and several other features. 

F. S. Cornell is the general manager of 
the new Permaglas-heating division. Assist- 
ant manager is J. F. Donnelly. 

Mr. Cornell said that the merchandising 
of the new warm air furnaces is being in- 
tegrated closely with an overall improved 
distribution plan for all A. O. Smith heat- 
ing products. These products, in addition to 
the furnaces, include the Permaglas auto- 
matic domestic water heaters, A. O. Smith 
house heating boilers and gas conversion 
burners, and A. O. Smith Burkay volume 
water heaters for commercial purposes. 

S. E. Wolkenheim is marketing director 
for the new division. Working with him 
are J. S. Robinson, product manager for 
furnaces, house heating boilers, conversion 
burners and commercial water heaters; 
D. D. Williams, sales engineer for the divi- 
sion; and Don A. LeRoy, sales promotion 
manager. 

“In most cases our present Permaglas dis- 
tributors are taking on our heating prod- 
ucts,” Mr. Wolkenheim said. “Our own 
salesmen from both former divisions have 
completed intensive training so that all of 
them can handle the entire line.” 

Mr. Wolkenheim said that initial distri- 
bution of the A. O. Smith warm air furnace 
would be on a selective market basis. “Be- 
sides insuring that distributors and dealers 
will have an adequate supply of units in 
these limited areas,” he added, “it will give 
us a ‘pilot line’ marketing program before 
the start of national distribution.” 


SERVEL PAYS CONSUMERS $10 
TO TRY REFRIGERATORS 


A nationwide campaign to sell the publi 
on the merits of its 1952 refrigerators } 
paying people to try them in their home 
was launched early this month by Serve 
Inc. 

The campaign backed by newspaper ani 
trade magazine advertisements, offerte 
householders one dollar a day for tryin 
a 1952 Servel household refrigerator fo; 
ten days. If at the end of that time the 
householder decides not to keep the re. 
frigerator, it will be removed withow 
charge and she will be given the ten dollars 
Of course, she will also be given the te 
dollars if she buys the refrigerator. 

W. Paul Jones, president, said “this dra 
matic and aggressive sales effort is Serve! 
answer to so-called buyers’ strikes the ir 
dustry has been complaining about.” 

This campaign is part of Servel’s “Proo’ 
of Superiority” drive, launched _ thre: 
months ago when down-payment restric 
tions were lifted with the end of Reg 
lation W. Mr. Jones reports that a sale 
pickup was noticeable from the time thi 
drive started. 

“The initial part of our Proof of Super 
ority campaign was such a success that we 
feel this sort of product presentation is th: 
answer to the present state of doldrums i: 
which the industry finds itself today,” hé 
added. “Price cutting has failed to mov 
products and I am convinced that onl 
by selling people on the merits of the new 
products will the industry remove the mi 
lions of obsolete refrigerators now in use. 

The new sales campaign which has bees 
labeled “The 10 to One” will continue fo 
three months. 


‘CP’ RANGE PROGRAM AT 
HIGH WITH 13 NEW MEMBERS 


Thirty-four makers of automatic g: 
ranges, representing 76 per cent of the 
gas range production in the Unite 
States and Canada, are now members 0! 
the “CP” manufacturers group of Ga 
Appliance Manufacturers Association 
Julius Klein, group chairman, an 
nounced. 

Thirteen manufacturers joined during 
the past year, Mr. Klein said, to brin; 
the “CP” group to an all-time high | 
membership. 

“With this added strength and enthu 
siasm we will be able to make dramati 
progress in further upgrading of cook 
ing appliances,” he said. “This will meat 
finer quality in the construction and per 
formance of our gas ranges, and in 
creased convenience and satisfaction fo 
the 31 million homemakers in th 
United States and Canada who coo 
with gas,” he added. 

Mr. Klein pointed out that the “CP 
program was started in 1938 with th 
basic requirement being conformity | 
the safety standards of the America 
and Canadian gas associations. Seven 
teen additional construction and pe! 
formance requirements have been adde 
since that time. Tests are made in inde 
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pendent laboratories, and inspectors visit 
member plants at intervals, examining 
ranges On assembly lines in a constant 
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publi program of spot checking to insure ful- 

es ‘i fillment of requirements. 

“ar A new program of “CP” requirements 
rvel 


is under consideration which will make 
the “CP” seal of even-greater value as a 
buying guide for the homemaker, Mr. 
Klein said. Instead of requirements 
which pertain primarily to technical as- 
pects and developments, new specifica- 
tions will place emphasis on conven- 
ience features as well. 

Some moves which are being consid- 
ered in upgrading “CP” technical re- 
quirements are: 


1. Further reduction of allowable 
variation in accuracy of oven heat. 

2. Reduction of allowable outside 
panel temperature by about 20 per cent 
to provide cooler surfaces and kitchens. 

3. Requiring six-burner models to 
have two giant burners to provide 
greater cooking speed and capacity. 

4. Increasing broiler area by about 
25 per cent. 

5. Strengthening requirements for 
more positive prevention of cooking 
vapors touching walls. 
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y," b 6. New requirements dealing with 
. zoe greater rigidity of oven and broiler 
a oie racks. 

ne mi The following manufacturers are now 
n use. building ranges to “CP” specifications: 
iS a3 Brown Stove Works; Caloric Stove Corp.; 
ue fc 


Cribben & Sexton Co.; Crown Stove Works; 
Estate Stove Co.; Florence Stove Co.; Glen- 
wood Range Co.; Grand Industries, Inc.; 
T Hardwick Stove Co.; Magic Chef, Inc.; 


SERS Malleable Iron Range Co.; The Maytag 
tic ga Co.; Murray Corp. of America; Norge Di- 
of th vision, Borg-Warner Corp.; Odin Stove 
Unite Mfg. Co.; O’Keefe & Merritt Co.; Phillips 

-_@ & Buttorff Mfg. Co.; Geo. D. Roper Corp.; 
oom Spark Stove Company, Inc.; The Sunray 


Stove Co.; The Tappan Stove Co.; Tennes- 
see Stove Works; Utility Appliance Corp.; 
1, al Wedgewood division, Rheem Manufactur- 
ing Co.; Western Stove Co. 


durin In Canada: Beach Foundry, Ltd.; Clare 
» bring Bros. & Co., Ltd.; Empire Stove & Furnace 
high i Co., Ltd.; Enterprise Foundry Co., Ltd.; 
Gurney Products Ltd.; Moffats, Ltd. 
enthvf Gibbons is Caloric Marketing Director 
_— Tom Gibbons has been appointed to the 
cook eae : 
newly created position of director of mar- 
I mea \eting, Caloric Stove Corporation. 
nd pe The new position was created, according 
ind inf to Julius Klein, president, in a move to 


coordinate all elements of marketing, in- 
in cluding sales promotion, public relations, 


> cool market research and sales training. 

Mr. Gibbons will be at the company’s 
> “CP offices in Philadelphia and Topton, Pa. 
ith th} Magazine Presents Award to Servel 
ny : Servel engineers and designers received 
nerice “modern design award” plaque last month 
Seven from the editorial staff of Design News. The 
id pe’ award was made for “excellence of general 
1 adde@j mechanical design” of the Servel refriger- 
nm indeg ator. 


August 1952, American Gas Journal 





NEW GAS APPLIANCES 





Gas-fired unit heaters 

A new line of six unit heaters with in- 
put capacities from 50,000 to 230,000 Btu 
and incorporating steel tubes in a heat ex- 





changer, has been announced as available. 
Following the general design of tubular 
steel boilers, the tubes in the heat ex- 
changer are rolled into end sheets and re- 
inforced with outer and inner roled flanges. 
No cement or gasketing is used in the tu- 
bular construction. The heat generator in- 
cludes burner heads and mixing tubes of 
one-piece cast iron construction for use with 
natural, manufactured, mixed or LP gases. 
Safety controls include a high-limit switch 
and automatic cutoff of pilot and gas sup- 
ply. A draft diverter allows back and down 
drafts to pass the burner assembly without 
affecting normal operation. The casings are 
described as functional and do not include 
decorative trim. Curved louvers direct the 
heated air toward the comfort zone. 

Boiler Tube Unit Heater. The Trane Co., 
La Crosse, Wisc. 


Unvented gas heaters 

Three new radiant circulators using re- 
movable clay radiants are now available. 
These unvented heaters are  factory- 
equipped for manual control and include 
a new self-locking main gas valve. Auto- 
matic controls are optional. A special pilot 
burner and other controls are available to 
equip the heaters for fully automatic opera- 
tion. 

X Series. Perfection Stove Co., 
Platt Ave., Cleveland 4. 


7609 


Forced warm air system 

A new heating system which is said to 
incorporate features of radiant, perimeter 
and forced warm air heating has been de- 
veloped and is now 
available for distri- 
bution. Wide air 
distributors which 
may be placed in 
or in front of base- 
boards, small pre- 
fabricated ducts 
and adaptability to 
either gas or oil 
firing are principal 
features. Standard 
blower speeds are 
used to distribute 
heated air through- 
out the duct system. The heating units 
come in high-boy, downflow, low-boy and 
suspended models. The outputs range from 





52,000 to 200,000 Btu per hour. The manu- 
facturer offers assistance in design and in- 
stallation. 

Radiaire Base-Heat. York-Shipley, Inc., 
York, Pa. 


Vented radiant circulators 

Fully vented, a new series of radiant cir- 
culators is now available with built-in draft 
diverters and completely enclosed combus- 
tion chambers. Py- : 
rex glass panels 
shield the radiant 
area. The four 
models in the series 
are equipped with 
pressure regulators 
and manually-op- 
erated pilots and 
are available, also, 
with fully auto- 
matic safety pilots and thermostatic con- 
trols. AGA approved for natural and LP 
gases, the ratings are 20,000 and 30,000 
Btu. The approximate shipping weights are 
64 and 74 pounds. 

5000R. Armstrong Products Corp., Hunt- 
ington 12, W. Va. 








NEW GAS APPLIANCE 
BULLETINS 





TABLETOP WATER HEATER. This informa- 
tion sheet gives complete details of the 
new automatic storage water heater de- 
scribed on page 49, AMERICAN Gas JourR- 
NAL, June. 

Sheet 10M-TT-523-H. 1 p. The Hot- 
stream Heater Co., 2363 E. 69 St., Cleve- 
land 4. 


Gas BoILerR. A new gas boiler is described 
in this bulletin including all details of con- 
trols, jacket design, insulation, servicing, 
dimensions and ratings. AGA ratings for 
this series of boilers range from 180,000 to 
540,000 Btu input. 

Bulletin T-147. 4 pp. Weil-McLain Co., 
Michigan City, Indiana. 
Durat Gas RANGE CONNECTORS. This in- 
formation sheet describes in detail the gas 
range connectors that were shown on page 
50, AMERICAN Gas JouRNAL, June. Also, 
this sheet gives details of a line of aluminum 
alloy flared fittings. 

S. H. Leggitt Co., Marshall, Mich. 


“Our Passport to Prosperity” 


“Base load—the gas used for cooking, 
water heating, refrigeration, clothes dry- 
ing, incineration and air conditioning— 
is our bread and butter. It is the most im- 
portant load sold by the company. It is 
steady and provides an assured income.” 

J. C. Peterson, vice president and gen- 
eral manager, Pittsburgh group, Columbia 
Gas System, addressed those words to em- 
ployees in News & Views, the employee 
publication, in an editorial emphasizing 
“we must boost base load.” 

Further impetus was given to the new 
Columbia policy of promoting dealer sales 
of all base load gas appliances. 
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Taking you 


fascinating past 
...in the story of the earth’s 


beginning and evolution 











For everyone inter- 
ested in the world 
about him, this book 
offers a comprehen- 
sive, yet eminently 
readable account of 
the forces and _ phe- 
nomena that shaped 
the earth. In it, the 
present is used as a 
key to the past. In- 
stead of beginning in 
the dim unknown with 
strange terms and 
concepts, the reader 


















is first introduced to the study of familiar rocks 


and soils. . 


. then volcanoes, 


earthquakes and 


glaciers. The book continues back through time— 
through the ice ages, the birth of mountains, the 


early 


trickles of today’s 


mighty rivers—right 


through to the conjectured origins of the earth. 


Just Published 


EOLOG 


by O. D. 


VON ENGELN, 


Cornell University 


KENNETH E. CASTER, 
University of Cincinnati 


730 pages, 6 x 9, 373 illus., $7.00 


r= historical geology period is made clearly 


distinctive and 


shown to 
characteristics. Latin and Greek terms, 


have particular 


so often 


a stumbling block to a beginner in the subject, 





39 chapters cover: 

*Materials of the Earth 

*Volcanic Cones and 
Associated Phe- 
nomena 

*Igneous Rock Classes 
and Varieties 

*Sedimentary Rocks 

*Underground Water 
*Mountains and Pla- 
teaus 

*Lands Forms Due to 
Glaciation 


*The Glacial Epoch 


and Man 
*The Geologic Record 
*The 
Earth 
*The Age and Origin 
of the Earth 


Interior of the 





earth? ... how 
looked? 
earth bega an? 


ancient animal 
- how fossils are formed? how tt 
. find the answers to these ques- 


are here translated 
for ease in under 
standing and remem 
brance. Two chap 
ters on the history of 
geologic ideas—mate 
rial of marked human 
interest—show how 
simple all the basic 
concepts of geology 
really are. A feature 
of the book is the set 
of paleogeographic 
maps of North Amer 
ica, with a_ tissue 
overlay map of pres 
ent-day contours, 
showing how our con 
tinent changed dur 
ing the different geo- 
logic ages 


DO YOU KNOW? 
. how the heat of 
the earth began? 
how volcanoes come 
into being? . how 
earthquakes occur? 
. how glaciers orig- 
inated? ... how a 
mountain can “float” 
on the surface of the 


an i ag: ee life 


tions and many more in this book!! 


AMERICAN GAS JOURNAL 
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CLASSIFIED 


INDEX TO ADVERTISERS 








GAS DISTRIBUTION 
ENGINEER 


Growing natural gas company lo- 
cated in north central area has open- 
ing for gas engineer experienced 
either in preparation of material for 
presentation to regulatory bodies or 
in gas distribution work, including 
appliance installation on customers’ 
premises, or both. Salary commensu- 
rate with ability and experience. Re- 
plies confidential. Address Box 245, 
c/o American Gas Journal, 205 E. 
42nd St., N. Y. 17, N. Y. 








FOR SALE 


1 Roots Rotary eg ge Se- 
rial -" 16023. Size 24” ‘ ee F 
cu. Hourly rating at " Differen- 
tial te Bead eu. ft. displacement per 
revolution. 25 lbs. maximum working 
pressure. 30 inch inlet and ones 
pipe connection. Drilled A.G.I. Stand- 
ard. Complete with differential gauge 
and column integrator. 

Actual railroad weight 23,890 Ibs. 

Purchased from Roots-Connersville Blower 
a 21 West Street, New York 6, 


Purchase Price $6,389.00 
Meter has never been installed or used. 
VIRGINIA ELECTRIC AND POWER CO. 
Wesley G. Gay, Purchasing Agent 
Richmond, Virginia 








DIRECT SALESMAN 
For Gas Appliances & Heating Equipment 


Reorganization of our sales department 
makes it possible for a real salesman to 
earn $8,000 to $10,000 a year. Protected 
territory. Appliance and heating equip- 
ment sales experience helpful but not 
necessary. City is all natural gas; rates 
approved; gas heating costs reduced 25%. 
Excellent opportunity in a very progres- 
sive New England Public Utility—103 
years old—privately owned. Only replies 
giving complete, detailed information will 
be considered. Replies confidential. Ad- 
dress Box 246, c/o aneriene Gas Journal 
Inc., 205 E. 42nd St., New York 17, 














Origins and Character of 
Deposits in Pipelines 
(Continued from page 17) 





By the same reasoning, the saturated aque- 
ous solution has ample time to react with 
the iron. 

The quantities of carbon dioxide, oxygen, 
water and iron involved to produce these 
deposits must be considered. Carbon diox- 
ide is involved only in forming the acid to 
react with the iron and is later released as 
carbon dioxide except for small amounts 
which may remain as iron carbonates. If 
the formation of ten pounds of goethite is 
assumed, then 6.3 pounds of iron, 1.01 
pounds of water, and 3.2 cubic feet of oxy- 
gen at 60°F and one atmosphere would be 
reacted. If the ten pounds of goethite were 
formed during the passage of one million 
standard cubic feet of gas, the oxygen con- 
centration of that volume of gas would be 
lowered by 32 parts per million. 

The analyses, both chemical and mineral- 
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| ogical, of these pipeline deposits show the 


products of the oxidation of iron as the 
principal constituents. The magnetite or 
mill-scale is introduced with the pipe or 


| other iron apparatus installed in the system. 


There are several cases in evidence that 
high magnetite content of the deposits re- 
sulted from changes or additions to the 
system not too long before the samples were 
collected. 

The other oxides, namely hematite, goe- 
thite and limonite appear to be products of 
the internal corrosion of the pipeline sys- 
tem. This reasoning is the result of two 
facts: First, the conditions are proper and 
the materials are present for the internal 
rusting of the system; and second, there 
seems to be no other source of the iron 
oxides which would not carry with them 
considerable amounts of other material. 

Such materials as sodium, calcium and 
magnesium salts and possibly some silica 
are carried by the gas from the well. 


Summary 

Although this study is not completed, 
evidence indicates that the sources of nat- 
ural gas pipeline deposits may be summar- 
ized as being: 
1. Formation or well 
2. Construction dirt 
2. Mill-scale 
4. Internal corrosion of the pipeline system 


Since the investigation of identification 
and source of these deposits is still under- 
way, protective or preventive measures re 
main the subject for future study. 


American Gas Journal, August 1952 
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PISTON RISES 
NEARLY 
TO TOP— 

MINIMUM OF 

WASTE SPACE 


TOP SECTION 
OF SHELL 
COMPLETELY 
VENTILATED 


WIDE 
CLEARANCES 
SIMPLIFY 
OPERATION 


GAS-TIGHT 
FRICTIONLESS 
SEAL 
NOT AFFECTED 
BY WEATHER 


PISTON RESTS 
ON BOTTOM 
LESS THAN 
Ya OF 1% 

FOR PURGING 


FENDERS 
PREVENT 
ALL TENSION 
IN SEAL 


NO 


CONTAMINATION 


OF GAS 


LEVELING 
DEVICE— 
INDEPENDENT 
OF SIDE WALL— 
KEEPS PISTON 
LEVEL 


CAN 
BE BUILT 
ANY SIZE 


SHELL 
IS GAS-TIGHT 
UP TO SEAL 
CONNECTION 


\ 





The only gasholder with a 100% dry 
seal (no water, no tar, no grease) 
eliminates operating costs and 
weather-worries for more than 50 
users of chemical process and indus- 


trial gases. Write for new bulletin. 


Wiggins Gosholdor by General American 


CONVERSION EASY— 
OFTEN ADDS CAPACITY 


Your old gasholder can be con- 
verted to a Wiggins type with all 
the Wiggins advantages. 


WIGGINS 
VAPOR SEALS 











GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street 


Chicago 90, Illinois 


OFFICES IN PRINCIPAL CITIES 
In Canada: Toronto lronWorks, Ltd., Toronto, Ontario 
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Sprague Meters are designed for 
service — accurate, long time serv- 
ice that can be maintained with a 
minimum of time and expense by 
even the smallest shops. These built 
in features mean guaranteed sav- 
ings to you. A Sprague Meter is 
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Interchangeable tops for 
standard or combination 
meter and regulator. 







always a good investment, particu- 
larly so with future maintenance 
costs in mind. Diligent attention to 
this problem in the design of 
Sprague meters keeps them in the 
field for long periods of trouble-free 
efficient service. 


Metal-flanged diaphragms 
and tins-one complete unit, 









SPRAGUE’'S THE Buy! 
LONG LIFE, PERFORMANCE 
HIGH! 


One valve—one valve seat. 


Simple external adjustment. 


